INTRODUCTION
The twenty-first century is characterised by the use of information technology which has revolutionized not only our working patterns but our style of living also. A new era of banking, coined "Internet banking" has come into existence, where customers can perform their financial transactions electronically over the internet through their personal computer or laptop at a time convenient and suitable to them, without visiting concerned bank and thus, in this manner they can save their precious time and utilize in other crucial tasks. Furthermore, customer is expected to perform at least one of the following transactions online, namely viewing account balance and transaction histories, paying bills, transferring funds between accounts, ordering cheques, managing investments and stock trading. Internet banking as a medium of delivery of banking services and as a strategic tool for business development, has gained wide acceptance internationally and is progressing in India as more and more banks entering the fray. India can be said to be on the threshold of a major banking revolution with net banking having already been unveiled. Internet banking is defined as "the provision of retail and small value banking products and services through electronic channels. Such products and services can include deposit-taking, lending, account management, the provision of financial advice, electronic bill payment, and the provision of other electronic payment products and services such as electronic money." Online banking or Internet banking allows customers of a financial institution to conduct financial transactions on a secure website operated by the institution, which can be a retail or virtual bank, credit union or building society. They concludes that majority of customers are accepting online banking because of many favorable factors. Analysis concluded that usefulness, ease of use of the system awareness about online banking and risks related to it are the main perusing factors to accept online banking system. These factors have a strong and positive effect on customers to accept online banking system
MAIN OBJECTIVES OF THE STUDY

RESEARCH METHODOLOGY
Scope of the study The scope of the study is restricted to the various districts of Punjab. For the collection of the primary data the study will be confined to Malwa region of Punjab state only. Research Design The study being undertaken is Descriptive in nature. The major purpose of descriptive research is description of the state of affairs as it exists at present, while studying the research problem, scientific method is followed. Sampling Unit In this study, the sampling unit was the people of Punjab. Sample Size The sample size was so selected that it could be adequate enough to represent the whole population, and also give the true picture. The total sample size was restricted to 225. Sampling Design Keeping in Mind the nature of data required for the study, random sampling technique has been used. The respondent for the survey has been selected from the selected districts of Malwa Region Table 5 .1 shows the classification of respondents in sample by age group. 20 % respondents were in the age group of 18-35 years, 33.33 % respondents were in the age group of 36-45 years and 22.67 % respondents were in the age group of 46-55 years. In the senior category 17.78 % respondents were in the age group of 56-65 years and 6.22 % respondents were above 65 years. 4 . 70% of the respondents reply that they used I-Banking from last one year , 20% of the respondents reply that they used I-Banking from last 6 to 12 months and only 10 % says that they were using it from the last 0-3 months. 5. Respondents used IB for different purposes like 23.54% of the respondents reply that they use IB for tax filing, 70% of the respondents reply that they use IB for on-line bill payments, 65% of the respondents reply that they use IB for the purchasing of financial products, 24.36% of the respondents reply that they use IB for checking their balances, 63.25% of the respondents reply that they use IB for inter-account transfers. 6. 40% of the respondents say that they use telephone banking only once a month, 45% of the respondents reply that they use telephone banking for 1 to 3 times in a month, 10% of the respondents say that they use telephone banking for 3 to 8 times in a month, 5 % of the respondents reply that they use telephone banking for 8 to 12 times in a month. 7. 80% respondents consider internet banking is safe & secure for their financial transactions, 20% respondents consider risk factor always exists while using internet banking and they don't find it secure. 8. 15 % of the respondents agreed that they face few problems while using IB, 75% of the respondents agreed that it is simple & easy to operate & they don't face any problems while using IB. 9. 45% of the respondents say that there is need to give information about IB services in their area, 55% of the respondents refuse to give any kind of information in their area. 
DATA
ANALYSIS & INTERPRETATION Profile of the Respondents
CONCLUSION
While investigating all the variables and the responses by consumers, this study reveals that the perception of the consumers can be changed and can be made positive by awareness program, friendly usage, fewer charges, proper security, and the best response to the services offered. In case of the consumers who don't use Internet banking services, having all facilities at their disposal, technology was not the biggest issue. The first thing that all bankers should concern about is the requirement of awareness. Even though these people are inclined towards the manual banking, these can be turned to potential customers, it is well proven thing, which says the surrounding influences the individual's behaviour or in our region only environment that surrounds the public determines the behaviour and decisions of the individuals. So if a consumer sees most of his colleagues or friends who surround him/her using Internet banking then it may influence his/her decision to follow Internet banking option.
SUGGESTIONS
This study confirmed that one way to shift people from non users segment to users segment can be educating them and making them aware about the services provided & benefits of using these services. 
